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About Cerulli

offering guidance to financial institutions for strategic
positioning and new business development. For over 30 years, Cerulli has been the most trusted resource for

strategic consulting and custom research, providing clear, actionable outcomes.

Research
Process

Quantitative
» 50 surveys launched per year
* Proprietary survey panels

* Industry data partnerships
Qualitative

» 1,000+ executive interviews per year

» Database of 60,000+ industry contacts

Cerulli Associates

Research
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Wealth Management

Retirement

Institutional

Product Development

Cerulli Report

» Foundational sourcebooks
and in-depth studies

* 100+ pages, 50+ exhibits

* Interactive Report Dashboards

Cerulli Edge
* Monthly and quarterly trend analyses
7 editions

* 12—-24 pages each

Cerulli Consulting
* Productviability analyses

* Distribution strategy development

+ Client segmentation and targeting
for wealth managers and wealth tech

* Responses to regulatory changes

* Due diligence on specific business
models and targets




Retirement income is the outcome
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DCIO managers are focused on the coveted and highly competitive QDIA
slot in plan lineups

DCIO Managers:

Top-5 Strategic Priorities, 2025

m Major priority m Moderate priority

Private market investment options
(standalone or multi-asset)

Co-manufactured target-date
Target-date fund with guranteed income
Custom target-date

Retiree-focused equity product
Personalized target-date

Managed payout fund

ESG investments

Values-based investments

Stand-alone annuity products

Cerulli Associates

Minor priority

— QDIA

34% 31% 79%
79%
25% 21% 67%
62% _
56%
38%
31%
31%
14%
B 10%

of 401(k) plans use a target-date
product as the plan’s QDIA

Participant contributions flow into
target-date products

of 401(k) assets will be in target-date
products by 2030

Source: Cerulli Associates




While recordkeepers are investing in capabilities to deliver retirement
income solutions

DC Recordkeepers:
Strategic priorities, 2025

Support for guaranteed income solutions Improving retiree distribution options

1%

Major + minor priority

1%

Major + minor priority

m Major priority = Moderate priority = Minor priority = Not a priority = Major priority  ® Moderate priority = Minor priority = Not a priority

Cerulli Associates Source: Cerulli Associates




While it is still early days, plan sponsor adoption of retirement income

products and solutions is low...

DC Consultants:
% of plan sponsors w/ any retirement income product, 2025

® Any product/solution No product/solution
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DC Consultants:

% of plan sponsors retirement income product, 2025

Retiree-focused equity
Target-date with annuitization o
component

Out-of-plan annuity platform

Standalone in-plan annuity KON&Z

Managed payout fund I 0.3%

Source: Cerulli Associates



And while some DC Consultants are open to target-date solutions, the
likelihood of recommending other solutions is low

DC Consultants:
Likelihood of recommending in-plan income solution, 2025

O
4"/o

13%

21%
8% 17% 13% o
Target-date fund with annuity Managed payout fund Out-of-plan annuity platform Standalone in-plan annuity ~ Retiree-focused equity product
component access (e.g., Hueler) product

m Extremely likely mLikely Neutral mUnlikely mNot at all likely

7 Cerulli Associates Source: Cerulli Associates
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Perceived (?) complexity and limitations of current products are hindering
broader uptake while education is largely viewed as moving the needle

DC Consultants:

Factors Affecting Adoption of Retirement Income Products, 2025

Impact on Adoption

. Advisor/consultant research on products
Education
Education from product manufacturers

[10% _____50%

Recordkeeper support for product features

Recordkeepers

Sponsors &

. . Participant demand
Participants

Plan sponsor demand

Products available on recordkeeper platforms
Plan sponsor knowledge

Product portability
Cost

Product Features

Fee transparency

Product complexity
Fiduciary Regulations / guidance for guaranteed products
concerns Litigation

Cerulli Associates

80%

10% |
[50% | B

Source: Cerulli Associates



Product design and cost are the critical areas for asset managers and
recordkeepers to focus on to increase retirement income adoption

Key barriers to address Increase and maintain focus

Fee transparency

—» High

and recordkeeper control research on products

Participant demand
¢ * Product education is having a positive impact, though is a
relatively lower priority for improvement compared to

Regulations/guidance for product features
guaranteed products

[
= Product complexity Cost Recordkeeper offers
IS ° ° multiple products « All product attributes — complexity, portability, and fees —
— H g . .
o ° SGIEEIEN Sl TG, positioned in this quadrant
5 R ik . manufacturers

ecordkeeper support for . . F .

S i » Product complexity a key factors in restraining adoption
@ Product portability product features (]
3 ° °
_,2_, Plan sponsor knowledge
@ °
% . Plan sponsor demand )
% Factors outside of manager o Advisor/consultant
8
O
Q
X
2
Q
&}
@
x

. + Attention should also be paid increasing the range of
options available on recordkeeping platforms
Litigation
3 .
-
Negatve «— —  Impact on Plan Sponsor Adoption » Positive

Source: Cerulli Associates
9 Cerulli Associates Respondents were asked, "To increase adoption of retirement income products, how should asset managers and recordkeepers prioritize investments in
the following areas?” and "What effect are the following areas having on the adoption of retirement income products by plan sponsors?"




Quality of life and financial peace of mind are among participants’ top
priorities

401(k) Participants:
Major + moderate priority, 2026

Saving for retirement Maintaining a good quality of life Financial peace of mind

10 Cerulli Associates




Participants, especially those close to retirement, are not confident they will
maintain their current standard of living in retirement

401(k) Participants: 401(k) Participants:
Not confident in maintaining standard of living, 2026 Greatest fear regarding retirement, 2025
Trusting the wrong financial
professional with my money
49%
Losing control of my assets or not
having my wishes honored by those | 5
trust in case of incapacity
Outliving my assets in retirement
Falling victim to criminal financial
fraud/scam
Material change in my health (placing
a strain on my retirement assets)
Generation Z Millennial Generation X Baby Boomer m Generation X mBaby Boomers

11 Cerulli Associates Source: Cerulli Associates
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They also lack confidence in their ability to make decisions about how to

make key decisions

Active 401 (k) Participants:
Confidence in independent retirement planning decisions

m Very confident ® Somewhat confident = Not confident

When to claim Social Security

Whether or not to rollover my 401(k) to an IRA

How to take distributions from my retirement accounts

What account to draw down from first

What type of distributions/withdrawals to take from my retirement accounts
How to make sure | have guaranteed income in retirement (if that is preferred)

How to develop a tax-efficient retirement income strategy

Cerulli Associates

35% 48% 17%
31% 46% 24%
28% 48% 25%
27% 47% 26%
25% 50% 25%
22% 46% 32%

Source: Cerulli Associates



Products solve a part of the retirement income challenge — participants

need advice and planning to make the most of them

Gen X and Baby Boomer 401(k) Participants:
Desired Features of Retirement Income Plans and Products, 2026

Features

Generation X

Baby Boomers

A plan that is tailored to my personal circumstances and lifestyle expectations 40% 36%
I/_ISI Aplan that details how | will use my accounts to generate income for 359 34%
retirement
. . Having an advisor to work with me to manage my account 22% 30%
Financial
Planning ) , ) i o o
and Advice Help with managing my expenses and help setting up a detailed budget 23% 14%
Ability to withdraw money from my accounts whenever | want 46% 48%
S
Possibility for my assets to grow even after | begin taking withdrawals 34% 40%
Flexibility Ability to change my investments in the future 30% 31%
A guarantee so even if my assets run out, | still receive monthly payments 34% 33%
Products Using one financial product that would meet all my retirement spending needs 14% 14%
All of my retirement accounts will be located at one financial institution 22% 22%

13 Cerulli Associates

Source: Cerulli Associates



Participants want a say in whether or not all or some of their portfolio is
allocated to retirement income

401(k) Participants:
Who should make retirement income decision, 2026

®m Me or my spouse/partner m A financial advisor m My retirement plan provider

GenZ Millennials Gen X Baby Boomers

14 Cerulli Associates Source: Cerulli Associates



And most rely on their recordkeeper or employer to obtain help with
planning decisions

Active 401(k) Participants: | Active 401(k) Participants w/out Advisor:
Advisor relationships, 2025 ' Primary source of retirement planning and advice, 2025

Retirement savings account provider (e.g.,

Not sure of plan to Fidelity, Empower, Schwab)

hire an advisor

19% Employer/previous employer

Plans to hire an E Family member or friend/former co-worker
advisor !
31% :
' No source
| Online media (e.g., financial blogs, social
Already works with i media) °
an advisor I
37% | Automated online investment service
: (e.g., Betterment, Wealthfront)
] o ] | Traditional media (e.g., TV shows, o
Perspective on Hiring an Advisor ! newspapers) 2%

Source: Cerulli Associates
15  Cerulli Associates Analyst Note: Active 401 (k) participants who do not work with a financial advisor were asked, "Do you plan to find a financial advisor once you are closer to retirement to
help you prepare for the process of withdrawing from your retirement accounts and creating a plan for income in retirement?"
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®* The industry is focused on helping participants make the most of their retirement
savings through innovative products and solutions

® Education is needed to drive plan sponsor adoption of retirement income solutions,
which may be feeding (mis?)perceptions of fees and product complexity

® Participants lack confidence in their ability to maintain their quality of life in retirement
and make key decisions about how to use their savings in retirement

®* Plans may need several retirement income solutions in order to meet the needs of
different participant segments

® Participants will also need access to advice and planning to help them determine if, how,

and when to use income solutions they have access to @
Cerulli Associates p



Thank You

CERULLI
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Chris Bailey
Director, Retirement
cbailey@cerulli.com

@ www.cerulli.com DM info@cerulli.com
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